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Abstract  
In order to remain exist in the tight competition in culinary industry, business people have to make a clear differentiation for their 
venture. Bandung, the capital city of West Java, is famous for the creative people and it is one of good places to start a culinary 
business in Indonesia. This paper observes the elements of physical evidence and the types and roles of servicescape of Ramen 
House, a small Japanese restaurant in North Dago, in order to create uniqueness compare to other restaurants in Bandung. Ramen 
House has distinctive exterior and interior facilities as well as other tangible things in order to serve the customers. The 
servicescape usage of Ramen House is interpersonal service; meanwhile the design of servicescape has three roles, which are 
package, facilitator, and differentiator. The important thing for the theme restaurant is the consistency in conveying the concept 
through every part of the restaurant’s physical evidence. 
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1. Introduction 
In 2010, hotel and restaurant industry in West Java contributed IDR 119,64 billion to its Gross Regional 
Domestic Product that is IDR 608,58 billion. Tourism sector, through hotel and restaurant industry, is expected to be 
the main contributor towards the economic growth of West Java. 
The capital city of West Java is Bandung therefore it has the biggest percentage of the hotel and restaurant 
industry in West Java. There are many kinds of food that we can find in Bandung, especially in places near school or 
university. Based on Perhimpunan Hotel dan Restoran Indonesia (PHRI), there are 1,600 cafes and restaurant that 
we can find in Bandung. Those are the amount that already registered in the PHRI and there are still a lot of 
restaurants and cafes in Bandung that has not registered yet. 
There are a lot of restaurant and cafés central spot in Bandung, such as Progo Street, Braga Street, and Juandha 
Street (Dago). In Dago, there is a small Japanese restaurant named Ramen House that has distinguished concept 
compare to the other cafés and restaurants in that area. 
Ramen House offers various kinds of Japanese foods, such as Ramen, Udon, and Okonomiyaki. Ramen House 
has a strategic location since the store is close to schools and universities. Furthermore, there is Internet café right 
beside Ramen House that give additional advantages. As Ramen House is targeting students, the price range of 
Ramen House is relatively cheap. The buyer can get a portion of Ramen starting from IDR 18,000.  Ramen House 
has been established since two years ago. Even though the store still in an early period, but Ramen House already 
has its loyal customers. 
In order to compete with cafés and restaurants around Dago area, Ramen House has to emphasize its 
differentiation toward the target market. This paper will discuss about the distinguished concept of Ramen House, 
seen from the servicescape and physical evidence. 
2. Literature Review 
The product of service business is other people’s capability to fulfill others’ needs and wants or how people solve 
others’ problems with their ability. One of the characteristics of service is intangibility, which means people cannot 
see, smell, touch, hear, and taste the real product. Services are different from manufactured products since it is 
produced and consumed at the same time. The physical evidence in the service industry is very important sine it is 
the factor that stimulate customer responses toward the company's image. Perception of servicescape helps people to 
distinguish the product offered by a certain company. For example, people can recognize the differentiation between 
restaurants that offer fast food and fine dining only from the environmental cues (James C. Ward, Mary Jo Bitner, & 
Jihn Barnes, 1992). 
 
2.1. Physical Evidence 
 
The physical evidence is the tangible thing that can be relied by customers in doing evaluation and assessment 
before and after their purchase of a service. The design of physical evidence is important in closing Gap 2, which is 
the different between customer-driven service designs and standards and management perceptions of customer 
expectations. The general elements of physical evidence are the organization’s physical facilities (servicescape) and 
other forms of tangible communication. The web pages and virtual servicescapes are the recent form of physical 
evidence that company use to communicate about their service. 
 
2.2. 2.2. Servicescape Usage 
 
Booms and Bitner defined a servicescape as "the environment in which the service is assembled and in which the 
seller and customer interact, combined with tangible commodities that facilitate performance or communication of 
the service” (Booms and Bitner, 1981, p.36). 
There are 3 types of servicescape, which are self-service, interpersonal service, and remote service. Those types 
are divided based on parties that will be influenced by its design, it can be customers, employees, or both of the 
group. The self-service required customers to do most of the activities and only limited action from the employee. 
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Therefore, the focus of servicescpae in self-service is to attract the right market segment, make the facility easy to 
use, and create the desired service experience. On the other side, remote service has little or no customer 
involvement with the servicescape. The facilities in the remote service environment focus to make the employee 
motivated and feel comfortable with their works. Meanwhile, servicescape for interpersonal services is designed for 
customers and employees since both of them involved actively in the activities. 
 
2.3. Strategic Roles of Servicescape 
 
There are 4 types of strategic roles of servicescape, which are: 
a. Package 
The servicescape essentially “wrap” the service and deliver an external image about the service to the customers. 
Thus, this is critical in setting up customer expectations. 
b. Facilitator 
As a facilitator, the design of servicescape can support or preclude the efficiency of customers and employees’ 
activities. A well-designed functional facility will give a good experience for customers and an easier way to 
perform for the employees. 
c. Socializer 
The design of the servicescape helps to convey the expected roles, behaviors, and relationships for the customers 
and employees. The design can also suggest about what parts of the servicescape they are welcome in, how they 
should behave, and what types of interaction are encouraged. 
d. Differentiator 
Being a differentiator, the design of servicescape distinguishes a company from its competitor and tells the 
market about the target market. The design can also differentiate one area of a company’s building from the 
others. 
 
2.4. Theme Restaurant 
 
Theme restaurant is a restaurant that its concept takes priority over everything else. This particular concept will be 
influencing the designs, music, food, and every single details of the restaurant. These restaurants mainly attract 
customers from the interesting concept instead of the delicious food. 
3. Methodology 
The research will be done through six steps, which are the problem identifying, literature review, observation, 
employee interview, data analysis, and conclusion and recommendation. The first step is identifying the problem 
that will be the main topic and will be discussed in the paper. The literature review contains the basic theories that 
will support the process of data analysis. The data gathering will be done through two steps, which are observation 
and interview with Ramen House’s employee. The questions that will be asked to the employee are about the daily 
condition of the store. Meanwhile, the observation activity is aiming to observe the store condition and gather photo 
of Ramen House’s physical evidences. After getting the data from the observation and interview, the data will be 
analyzed based on the theory that already stated in the literature review. At the end, there will be conclusion about 
the current physical evidences, including the servicescape, of Ramen House and recommendation for Ramen House 
in order to improve their service. 
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4. Data Analysis 
4.1. Facility Exterior 
 
 Exterior Design 
Fig. 1. Exterior Design of Ramen House 
 
There is signage in front of the store that tells people about the name of the restaurant and the concept of it. In the 
round signage, there is “RAMEN HOUSE” writing and the drawing of the chef of Ramen, who wear traditional 
Japanese clothes, with the Ramen itself. The drawing of the chef and the ramen are in the shape of comic picture, 
which Japan famous for it. Ramen House chose red color as their front store design color to support their concept. 
There are also banners that tell customers about special offer from Ramen House. It is a good idea since this offer 
can make people who actually do not want to go to the store change their mind and visit the store to eat something. 
Furthermore, to emphasize its concept of Japanese Ramen House, there are several chairs that can be used by 
customers to eat in outdoor.  
 
 Surrounding Environment 
Fig. 2. Surrounding Environment of Ramen House 
 
Ramen House is located in a complex in Jalan Juandha. There are several stores around Ramen House, such as 
Harznet (the internet café), salon, and clothes store. 
 
4.2. Facility Interior 
 
 Layout and Interior Design 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 3. (a) Front Part; (b) Middle Part; (c) Back Part 
a b c 
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The layout of Ramen House store is divided into three parts with different designs, which are the front part, 
middle part, and back part. The design of the front part is about library since they provide some comics for the 
customers but the customers can only read them in the store. In this part, there are 6 tables with 4 chairs for every 
table. Meanwhile, the middle part gives an “outdoors feeling” for the customers since Ramen House uses a 
transparent ceiling and there are vines at the top. Ramen House has high chairs and high tables for this part of the 
store. The back part of the store is a no-smoking room and there are conditioners in this side. There is a glass 
partition between the middle and the back part. The back part is the larger part of the store that has 10 tables with 4 
chairs for every table. This part is a special room for people who do not smoke and cannot bear to stay near people 
who are smoking. Ramen House only installed air conditioners in the back part because the front and middle part is 
open spaces so it is hard to maintain the circulation. At the back part of the store, there is a connecting door between 
Ramen House and Harznet. At the very back part of the store there is the place where the employee gives customer’s 
order list to the chef who is in the kitchen. 
Even though the store is divided into some parts, Ramen House has the same interior design concept for all of the 
parts. They give the sense of Japanese into every part of the store. There are Japanese pictures, drawings, writings, 
and figure in every part of the store. 
 Equipment 
 
 
 
 
 
 
 
 
 
Fig. 4. (a) Equipment on the Table; (b) Untensils 
 
The cutlery in Ramen House is based on the Japanese style. Since the menu that they provide is Japanese food, 
they give chopsticks to the customers to enjoy their meals. On the table, they already provide tissue, list of menu, 
order list, pen, and information about the recent offerings. The customers can write their order by themselves. It 
helps to reduce the waiting time for the customers when they call the employee to order. The order list also reduces 
employee works because they only have to take the paper and confirm the order with the customer. The employee 
can do other things instead of waiting for the customer to decide their order. 
 
 Lightning 
 
 
 
 
 
 
 
 
 
 
Fig. 5. (a) Lighting in Front Part; (b) Lighting in Back Part; (c) Lighting in Middle Part 
 
 Ramen House uses small bulbs and lantern for the lightning for the store. The front part only uses the small 
bulbs, the middle part only use lantern, and the back part use both of the types of the lamp. The front and middle 
parts only use one type of the lamp since they also get lighting from the outside of the store. The lantern is using 
yellow light that gives warm atmosphere; while the small bulbs is using white light in order to lighten the room. The 
combination of both of the lights gives a cozy feeling for the customers while they enjoy their meals. 
 
 
a b 
a b c 
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4.3. Other Tangibles 
 
 Uniforms 
 
 
 
 
 
 
 
 
 
Fig. 6. (a) Front Part; (b) Back Part 
 
All of the employees of Ramen House have to wear Ramen House’s uniform when they are on duty. Ramen 
House chose red and blue color for its uniform. There is writing “How May I Help U?” on the front part of the 
uniform, which encourage customers to not hesitate to ask for help from the employee when they need anything. At 
the backside, there are “follow” writing and the user ID of Ramen House’s official social media account. With these 
writing, Ramen House asks the customers to keep in touch with them through the virtual world. 
 Social Media 
 
Ramen House has two social media accounts, which are Facebook and twitter. The twitter of Ramen House gives 
information about Ramen House’s menus and the recent offerings. Meanwhile, in the Facebook account, Ramen 
House posts general information, information about the recent news of Ramen House, recent offering, and photos of 
Ramen House’s menu. 
 
4.4. Servicescape Usage 
 
The servicescape usage of Ramen House is interpersonal service. The servicescape of interpersonal service is 
designed to support the activities of customers and employees since both of them involved actively in the activities. 
The table and chair placement in Ramen House is far enough to make the employee move easily and give privacy 
between the customers, but close enough for the customers to call the employee if they need anything and for the 
employee to notice that there is a customer that needs their help. With this design the employee can give their 
attention toward each customer who visit Ramen House.  
Furthermore, since Ramen House is divided into three parts with different design and function, the customers can 
choose the most perfect part for their selves. If the customers are not smoking and cannot stay near people who are 
smoking, they can choose the back part of the store, which is no smoking room. When the customers want an 
outdoor place to eat, they can choose the middle part. And when the customers want to read comic, they can choose 
the front part that is near the comic shelf. 
 
4.5. Strategic Roles of the Servicescape 
 
The design of servicescape of Ramen House has three roles, which are package, facilitator, and differentiator. 
The physical evidences, as the package, give insight toward customer about the service provided by the restaurant. 
As the facilitator, the design of Ramen House's servicescape is able to give a comfortable feeling toward the 
customer during their stay in the restaurant. There are sufficient tables and chairs in the shop so the customers do not 
need to worry for not getting an available table. For the employees, the design of Ramen House's servicescape can 
support their work activities. The employees can easily move from one table to another to serve the customers. They 
have enough space to move in order to take customer's order and deliver their meal. At the end, Ramen House's 
servicescape can give customers a pleasurable experience and support the employees in doing their works. 
The differentiator role means the design of Ramen House's servicescape can give uniqueness toward the store. 
Since the concept of the store is Japanese, the servicescape design has to be able to deliver its concept and make 
customers feel like they are visiting Japanese restaurant. It will give customers confusion if the restaurant serves 
Japanese food but the design of servicescape does not related to Japanese design. 
a b 
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5. Conclusion and Recommendation 
Ramen House is an example of small-medium theme restaurant in Bandung area. It is able to clearly and 
consistently deliver the concept of the restaurant even though it does not have a big space. They have a certain 
servicescape role and usage so they can efficiently design and use their small space to build a Japanese atmosphere 
throughout the store. 
Servicescape for a theme restaurant has three roles, which are package, facilitator, and differentiator. It carries 
and conveys the distinctive idea that become the concept of the restaurant. Through the physical evidences, 
customer able to identify uniqueness of the restaurant that make it different from others. As for the servicescape 
usage, the most suitable for Indonesian resturant is the interpersonal service. Self-service restaurant is not preferable 
since Indonesian people do not accustomed with doing anything by their own selves in a restaurant. 
In order to develop the theme restaurant in Indonesia, business people can explore various unique concept. Most 
of theme restaurants in Indonesia are based on the original country of the dishes. In fact, there are a lot more things 
that can be developed to be a concept for a restaurant, such as cartoon and film characters, particular part of the 
house -kitchen, terrace, or even toilet-, vehicles, and so on. It will be a good opportunity for business venture in 
culinary industry in Indonesia. The important things for the theme restaurant are the clear servicescape usage and 
role and the consistency in conveying the concept through every part of the restaurant’s physical evidences, so the 
customers will recognize the theme clearly. 
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